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Abstract—Impulse purchase (IP) is an imperative factor for 
consumer to purchase products. However, studies related to IP for 
interactive television (iTV) advertising are minimal. Literatures 
show that most of IP related studies are mainly focusing on other 
medium like website, traditional TV, and not to mention the 
traditional retail store. Due to that, through a systematic process, 
a design model for developing iTV advertising with influence 
towards impulse purchase tendency was developed and tested in 
this study. The design model is named as iTVAdIP and comprises 
of three main component; technology, impulse purchase, and 
development process. This paper describes a survey, which 
measures the perceived influence of iTVAdIP design model 
towards impulse purchase tendency. A total of 37 potential 
advertising designers were involved in the survey. The results 
indicate that the iTVAdIP is perceived as practical and workable 
in developing iTV advertisement that could influence consumer to 
buy the advertised product. 
 
Index Terms—Interactive television advertising, impulse 
purchase 
 
I. INTRODUCTION  
 
Advancement of technology has definitely changed the way 
consumers purchase their products/services and carried distinct 
impact to the consumers’ behavior. Consequently, it urges the 
retailers and researchers in the area to be aware of this 
inevitable change and starting to develop strategies to keep up 
with it. Television has been a dominating technology when it 
comes to advertising, and with the emergent of interactive 
television (iTV) there are so much more can be offered to 
consumers in relation to advertising. Interactive television (e.g., 
IPTV, Internet TV, set-top boxes) provides television viewing 
experience that enable consumers to send or request 
information back to the programmer and advertiser. 
Programmes shown on iTV enable viewers to take immediate 
action when they see an advertisement including requesting for 
more information and items like coupons and samples. Hence, 
how impulsive behavior become the centre of attention in this 
study.  
Impulse purchase is an important factor in consumer 
behavior. It is defined as an unplanned decision to buy a product 
or service, made just before the purchase. Over the years, 
researchers have been arguing on what could possibly fuel the 
impulse purchase among consumers. Many existing studies 
have been focusing on proposing factors related to impulse 
purchse in medium like; traditional retail stores [1], websites 
[2,3,4,5] and traditional television [6,7,8,9]. However, minial 
research focuses on formalising the design of the impulse 
purchase tendency for interactive television (iTV) advertising 
as supported in [10,11,12]. Hence, a systematic process was 
carried out to develop a conceptual design model for iTV 
advertising that could influence the impulse purchase tendency 
among consumers. The conceptual design model is known as 
Interactive Television Advertising for Impulse Purchase 
(iTVAdIP) [13,14]. The iTVAdIP design model was formulated 
with aim to enable advertising designers to develop iTV 
advertisement that consists of impulse purchase elements, 
which can attract and influence consumer to purchase the 
advertised product impulsively. 
The sole purpose of this paper is to report on the evaluation 
of the proposed design model (i.e. iTVAdIP) via survey of 
perceived influence of iTVAdIP towards impulse purchase 
tendency. Data gathered from the survey are also used to affirm 
the hypotheses of this study as discussed in the findings’ 
section. 
 
II. SURVEY DESIGN 
 
In validating the iTVAdIP design model, three main phases 
have taken place, which are pre-evaluation (i.e., instrument 
development and hypotheses development), during evaluation 
(i.e., the survey), and post-evaluation (i.e., the analysis of 
findings). Prior to the survey, a questionnaire was formed as the 
main instrument for validating the proposed design model and 
a set of hypotheses were also developed for testing. Later, the 
data gathered from the survey were analysed statistically where 
Pearson’s Correlation Coefficient tests were conducted to test 
majority of the hypotheses. 
 
A. Instrument Development: Questionnaire 
In this study the proposed design model (iTVAdIP) is 
validated based on its perceived influence towards impulse 
purchase tendency. Hence, suitable dimensions were elicited 
and used for the validation. The dimensions were elicited from 
previous studies in several fields, such as general software 
development [15,16,17,18,19,20], information systems [21,22], 
multimedia applications [23], and project management [24,25]. 
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The dimensions are also commonly used to evaluate conceptual 
design models [26]. Eight dimensions were put forward from 
the elicitation work as illustrated in Table 1. 
 
Table 1 
Evaluation dimensions of perceived influence of iTVAdIP model towards 
impulse purchase tendency 
 
No. Dimensions Descriptions  
1 
Perceived Ease of 
Use 
The model is clear, understandable, easily to 
interpret and can be implemented easily. 
2 
Perceived 
Usefulness 
The model is useful for understanding the 
development of iTV advertising.   
3 Clarity The model is organized and structured well.   
4 Flexibility 
The model is flexible and capable to being 
managed and controlled. 
The model is adaptable for future use. 
5 Visibility 
The model is visible to the iTV advertiser so 
that it will assist the advertiser to develop 
iTV advertising. 
The model also provides specific guide upon 
the development of iTV advertising. 
6 Applicability 
In general the model provides complete and 
detail information for iTV advertising 
development. 
All elements in the model are relevant and 
give a complete representation of the iTV 
advertising. 
7 Satisfaction 
The model provided adequate information 
that gives benefit to advertiser. 
The model is effective in providing the 
information 
8 Motivation 
The model is good, interesting, informative 
and valuable.  
The model could produce results that will 
increase the impulse purchase level for iTV 
advertising.   
 
B. Hypotheses Development 
Having identified the eight dimensions for validating 
iTVAdIP’s perceived influence towards impulse purchase 
tendency, a list of hypotheses was constructed (see Table 2). 
 
C. Subject Demographics 
There were 37 potential advertising designers involved in the 
survey, in which 29 samples were female (representing 78.4% 
of the total), and another 8 were male (i.e., 21.6%). They were 
gathered through purposive sampling. 
 
D. The Setup 
The survey was carried out in a controlled setting where tasks 
are specifically designed for the survey. The subjects were 
tasked to develop an interactive advertisement based on any 
guideline they prefer. Upon completing the task, one designer 
and one expert were asked to assess the advertisements 
developed by the potential designers, to see whether it conforms 
to the iTVAdIP elements in terms of impulse purchase 
tendency. The percentage result for each advertising design was 
noted. Then, the potential designers were briefed about the 
iTVAdIP design model.  
After that, three samples of iTV advertisements (in video 
format), which consist of interactive elements (e.g., hand 
gesture, touch screen and remote control) were shown to them. 
The purpose of showing the samples is to show them the 
execution of impulse purchase elements and interactivity for 
iTV advertising. Later, the potential advertising designers were 
given the questionnaire to assess the perceived influence of the 
elements in iTVAdIP design model towards impulse purchase 
tendency. 
 
Table 2  
Hypotheses of eight proposed dimensions of perceived influence of iTVAdIP 
towards impulse purchase tendency 
 
Descriptions Statistical Tests 
H1: There is positive relation between 
perceived ease of use and overall perceived 
influence of iTVAdIP design model towards 
impulse purchase tendency. 
Pearson’s Correlation 
Coefficient Test 
H2: There is positive relation between 
perceived usefulness and overall perceived 
influence of iTVAdIP design model towards 
impulse purchase tendency. 
H3: There is positive relation between clarity 
and overall perceived influence of iTVAdIP 
design model towards impulse purchase 
tendency. 
H4: There is positive relation between 
felxibility and overall perceived influence of 
iTVAdIP design model towards impulse 
purchase tendency. 
H5: There is positive relation between visibility 
and overall perceived influence of iTVAdIP 
design model towards impulse purchase 
tendency. 
H6: There is positive relation between 
applicability and overall perceived influence of 
iTVAdIP design model towards impulse 
purchase tendency. 
H7: There is positive relation between 
satisfaction and overall perceived influence of 
iTVAdIP design model towards impulse 
purchase tendency. 
H8: There is positive relation between 
motivation and overall perceived influence of 
iTVAdIP design model towards impulse 
purchase tendency. 
H9: The mean score of overall perceived 
influence of iTVAdIP design model towards 
impulse purchase tendency is high. 
Descriptive Analysis 
 
III. ANALYSIS OF SURVEY FINDINGS 
 
This study uses Pearson’s correlation coefficient to test the 
correlation between evaluated dimensions and overall influence 
of iTVAdIP design model towards impulse purchase tendency. 
Pearson’s correlation coefficient test is example of parametric 
tests. Many parametric tests rely on the assumption that data 
need to be normally distributed. This study uses One Sample 
Kolmogorov-Smirnov test, which test the data for normal 
distribution. Having normalized all the gathered data, the 
analysis proceeded with the selected parametric test for 
hypotheses testing. 
 
A. Testing H1 to H8: Pearson’s Correlation Coefficient 
Tests 
Hypotheses H1 to H8 suggest that positive correlation is 
expected in each relationship. Positive correlation indicates 
directions. Therefore, the predictions are one-tailed. Significant 
correlations are highlighted with an asterisk (*) for a 
significance of p <. 05 and double asterisks (**) for p < .01. 
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Referring to the results, it was found that there were enough 
evidences not to reject H1, H2, H3, H4, H5, H6, H7, and H8. These 
results also indicate the following: 
 As PERCEIVED EASE OF USE increases, OVERALL 
PERCEIVED INFLUENCE of iTVAdIP design model 
towards impulse purchase tendency also increases, 
which is a positive correlation. 
 As PERCEIVED USEFULNESS increases, OVERALL 
PERCEIVED INFLUENCE of iTVAdIP design model 
towards impulse purchase tendency also increases, 
which is a positive correlation. 
 As CLARITY increases, OVERALL PERCEIVED 
INFLUENCE of iTVAdIP design model towards 
impulse purchase tendency also increases, which is a 
positive correlation. 
 As FLEXIBILITY increases, OVERALL PERCEIVED 
INFLUENCE of iTVAdIP design model towards 
impulse purchase tendency also increases, which is a 
positive correlation. 
 As VISIBILITY increases, OVERALL PERCEIVED 
INFLUENCE of iTVAdIP design model towards 
impulse purchase tendency also increases, which is a 
positive correlation. 
 As APPLICABILITY increases, OVERALL 
PERCEIVED INFLUENCE of iTVAdIP design model 
towards impulse purchase tendency also increases, 
which is a positive correlation. 
 As SATISFACTION increases, OVERALL 
PERCEIVED INFLUENCE of iTVAdIP design model 
towards impulse purchase tendency also increases, 
which is a positive correlation. 
 As MOTIVATION increases, OVERALL PERCEIVED 
INFLUENCE of iTVAdIP design model towards 
impulse purchase tendency also increases, which is a 
positive correlation. 
Table 3 shows the finding of H1 to H8. 
 
Table 3 
Parameters display by OSD 
 
Hypotheses Results 
H1 Correlation Coefficient r = .519, p =.000 
H2 Correlation Coefficient r = .693, p =.000 
H3 Correlation Coefficient r = .777, p =.000 
H4 Correlation Coefficient r = .747, p =.000 
H5 Correlation Coefficient r = .890, p =.000 
H6 Correlation Coefficient r = .819, p =.000 
H7 Correlation Coefficient r = .817, p =.000 
H8 Correlation Coefficient r = .630, p =.000 
 
Figure 1 illustrates the results further. 
 
 
 
Figure 1: Relationships of all dimensions of perceived influence of iTVAdIP 
design model towards impulse purchase tendency 
 
B. Testing H9: Descriptive Analysis  
In validating H9, descriptive analysis was performed. Table 4 
displays the result in mean and standard deviation values. 
 
Table 4  
Descriptive analysis of overall perceived Influence of iTVAdIP design model 
towards impulse purchase tendency 
 
Dimension N Mean Std. Deviation 
Overall perceived 
influence 
37 5.632 .154 
 
As shown in Table 4, the mean score for overall perceived 
influence is 5.632. In interpreting this score, the gap 
classification of interval scales is considered. As explained in 
[27], the gap classification of interval scales used in research 
instrument may follow the formula below: 
 
Gap = (highest score – lowest score) / number of scale 
= (7-1) /7 
= 0.86 
 
Therefore, for a 7-point Likert scale, the following 
classifications are obtained for the response gap (as illustrated 
in Table 5). So, in order to support H9, the mean scores of the 
overall perceived influence have to be at least 5.35 or more. 
 
Table 5  
Response Classification 
 
Gap Classification 
1.00 - 1.86 Very low 
1.87 - 2.73 Low 
2.74 - 3.60 Fairly low 
3.61 - 4.47 Average 
4.48 - 5.34 Fairly high 
5.35 - 6.21 High 
6.22 - 7.00 Very High 
 
From the above classification it was found that the mean 
score (i.e., 5.632) of overall perceived influence of iTVAdIP 
design model falls under “High” category, which implies that 
H9 is supported. 
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IV. CONCLUSION AND FUTURE WORKS 
 
This study has proposed the iTVAdIP design model that can 
be helpful for the advertising designers to create iTV 
advertisement that can attract and influence consumer to 
purchase the advertised product impulsively. This study also 
validates the proposed design model based on eight dimensions 
namely: perceived ease of use, perceived usefulness, clarity, 
visibility, perceived semantic quality, satisfaction, and 
motivation. Through a survey, the results of Pearson’s 
Correlation Coefficient Tests show sufficient evidence to 
conclude that all the above mentioned dimensions have a 
positive relations to the overall perceived influence of the 
iTVAdIP design model and the high mean score also shows that 
the elements in the proposed design model are perceived as 
practical and workable in designing an iTV advertisement that 
could influence the impulse purchase tendency.  
The result presented in this paper show that the proposed 
eight dimensions can indeed be used for evaluation of perceived 
influence of a design model towards impulse purchase 
tendency. The survey does not show, however, if the 
dimensions proposed were comprehensive. First, only several 
fields of research were refered for the elicitation works of the 
dimensions. Other fields of research may be more suitable for 
similar studies. Future work needs to compare these dimensions 
to others from more fields of research and establish their 
strengths and limitations. Second, the sampling of respondents 
should be extended to other group of developers in commercial 
and industry environment. Such considerations could provide 
richer information and deeper discussion.  
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